In this paper, an exploration investigation is presented to determine entrepreneurial marketing factors influencing on small and medium enterprises (SMEs), which are active in Iranian food industry. The study designs a questionnaire consists of 27 questions in Likert scale and distributes it among 249 experts who were involved in in food industry. KMO Bartlett test Sphericity and Cronbach alpha are 0.811 and 0.892, respectively. Using structural equation modeling, the study has determined five factors including innovative approach, flexible marketing, customer, product strategy and resources, which are influencing the most on entrepreneurial marketing factors.
Introduction
During the past few years, there have been tremendous efforts on detecting important factors for stimulating small and medium enterprises (SMEs) (Cromie et al., 1995; Bjerke & Hultman, 2004) . Globalization and the emergence of internationally active SMEs are primary worldwide trends. Knight (2000) studied the interrelationships of entrepreneurial orientation, marketing strategy, tactics, and firm performance among SMEs affected by globalization. Gilmore et al. (2001) concentrated on SME characteristics and how these influence on marketing characteristics within SMEs. They investigated for "alternative" marketing approaches, the inherent existence of the owner/manager's "network" in its different guises such as personal contact networks, social networks, business networks and industry and marketing networks and how these networks could be used. Stokes (2000) considered how marketing could be made more suitable in entrepreneurial contexts by developing a conceptual model of the processes of marketing as undertaken by entrepreneurs. Although marketing was a primary factor in the survival and development of business ventures, a number of entrepreneurial characteristics appeared to be at variance with marketing. These incorporate over-reliance on a restricted customer base, limited marketing expertise, and variable, unplanned effort. Nevertheless, entrepreneurs and small business owners interpret marketing in ways that do not conform to standard textbook theory and practise. An examination of four key marketing concepts stated ways in which entrepreneurial marketing varied from traditional marketing theory. Entrepreneurs tend to be "innovation-oriented", driven by new ideas and intuitive market feel, rather than customer oriented, or driven by rigorous assessment of market needs. They target markets through "bottom-up" self-selection and recommendations of customers and other influence groups, rather than relying on "top-down" segmentation, targeting and positioning processes. Entrepreneurial marketing is a concept, which has received increasing use and essentially encompasses two areas of management: marketing and entrepreneurship. Collinson and Shaw (2001) investigated the emergence of this area of theory, its history and the current developments in the interface between these two areas. Keh et al. (2007) studied the impacts of entrepreneurial orientation and marketing information on the performance of small and medium-sized enterprises by examining a causal model using data collected from Singaporean entrepreneurs and reported that entrepreneurial orientation could play an essential role on the acquisition and utilization of marketing information, and also had a direct impact on firm performance. The utilization of information regarding marketing mix decisions positively influenced on firm performance, and it partially mediated the relationship between entrepreneurial orientation and firm performance. Hills et al. (2008) discussed the evolution of entrepreneurial marketing (EM). They reported some distinctive differences between EM and administrative focused marketing. Many SMEs have begun to play an essential role in international trade. Statistics from the Organization for Economic Cooperation and Development and other sources have indicated that SMEs now account for a very important proportion of exports from most industrialized nations (Knight, 2001 ). Coviello and Munro (1995) examined the entrepreneurial high-technology organization′s use of networks for international market development. They reported that international market choice and mode of entry for small entrepreneurial hightechnology firms were largely shaped by the interest of various network players. Influential network relationships may be both formal and informal. Early relationships with large organizations in this survey were specifically influential in the entrepreneurial high-technology firm′s internationalization process. Networks were implemented to share some, but not all, international marketing activities. They concluded that network analysis could provide a rich perspective on the international development patterns of entrepreneurial firms. Jones and Rowley (2011) proposed development of the concept of EM towards the concept of EM orientation. Drawing on the earlier research and scales in the entrepreneurial orientation, market orientation, innovation orientation and customer orientation literatures, they presented a model for EM, which identified the components of such a model, together with specific indications of the overlap between scales in the various areas. This model implicitly recommended that marketing in SMEs is intertwined with other activities and behaviours in the small business enterprise, and discussed that in order to understand marketing in SMEs we need to understand its context, specifically in relation to customer engagement, innovation and entrepreneurial approaches to marketing. Kocak and Abimbola (2009) investigated born global (BG) business organizations that look superior performance. They reported that although there were a number of studies on BG organization and a well-developed literature on entrepreneurial marketing, this was the first survey for evaluating the synergetic effect of EM and issues that arise from the commingling of organisational dynamics, resources and the performance of SMEs from emerging economies in the international arena. The study contributed to scholarly discourse on the internationalization process of BG firms.
The proposed study
In this paper, an exploration investigation is presented to determine entrepreneurial marketing factors influencing on small and medium enterprises (SMEs), which are active in Iranian food industry. The study designs a questionnaire consists of 27 questions in Likert scale and distributes it among 249 experts who were involved in in food industry. Table 1 demonstrates the summary of the factors gathered for the proposed study of this paper. As we can observe from the results of Table 1 , all statistics are within desirable limits and there is no need to remove any observation. Therefore, we may use principle component analysis. Table 2 presents the results of variances. In addition, Fig. 1 shows the summary of Scree plot.
Fig. 1. The summary of Scree plot
According to the results of Fig. 1 , there are four factors influencing on development of entrepreneurial marketing. Table 2 presents the summary of factors before rotation. Oriented opportunities 0.49 -As we can observe from the results of Table 2, competitors pressure, the level risk involved, direct sales and business ideas are among the most important factors influencing development of EM. In addition, human resources development and product quality are other important factors, which play key role for development of EM in food industry. Now, we use principal component analysis with Varimax rotation to group factors in different clusters with similar characteristics. Now, we are able to categorize different factors influencing entrepreneurial marketing into four groups including innovative approach, customer, product Strategy and human resources.
Discussion and conclusion
According to the results of Table 3 , there are five factors influencing on entrepreneurial marketing. The factor, innovative approach, consists of seven factors. The first factor, targeting a limited base of customers, suggests detecting specialized groups of people who are interested in food products. Interactive marketing is the second important factor, which influences on entrepreneurial marketing. The experts participated in this survey believe this factor provides a better technique for exploring products and services. Investigating trends and innovative marketing activities in the SME is the next factor, which influences on development of SMEs in food industry. Having flexible strategy, taking legitimate risk and among other important factors influencing on entrepreneurial marketing. Finally, the survey indicates that social media and direct sales marketing also are considered as other important factors influencing on entrepreneurial marketing.
Customer is the second factor in this survey consists of product quality, human resources, financial resources, influential entrepreneur marketing activities and management support organization. Quality of products is the most important factor influencing on development of entrepreneurial marketing. Human resources is another important factor for development on food industry. Having a good financial resources is another important factor, which influence on entrepreneurial marketing.
Flexible strategy is another important factor influencing on entrepreneurial marketing, which includes risk taking, strategic as well as pricing flexibility, management of different distribution channels and using social media for collecting necessary data. Product strategy is another important issue, which consists of three factors including research and development, quality of product and development of new products. Finally, human resources are believed the most important factor for development of entrepreneurial marketing and this could happen through improvement of organizational structure and having skilled employees.
